Globalization and the Potential for Social Marketing in Developing Countries
Previous chapters have argued that the rapid recent growth of the mass-media and advertising in developing countries is occurring in a context where the market mechanism provides few if any sanctions against misinformation about products supplied overwhelmingly by the developed countries. Under these circumstances we further suggested that globalization raises the possibility of substantial welfare losses among consumers in developing countries, especially those with little or no access to countervailing sources of information. As the Human Development Report of 1998 has put it, 'The information revolution, the media revolution and the spectacular rise of advertising in developing countries have all brought great imbalances in information to consumers ' (p. 65, emphasis added) .
What also needs to be recognized, however, is that the growth of the same globalizing forces mentioned in the previous paragraph could in principle be used instead, by non-market agents (such as NGOs, aid donors and government agencies), not only to counter the existing imbalance in information about say, cigarettes, but also to promote the consumption of goods (such as oral rehydration salts and nutritious foods) that are generally thought to promote the health, nutrition and other functionings of the poorest groups in developing countries. The purpose of this chapter is to examine these possibilities in relation to one specific technique, known as social marketing, that is so named because it draws heavily on commercial marketing principles for social (i.e. non-market) interventions in consumption behaviour.
The concept of social marketing
Conceived more than twenty years ago, social marketing consists in essence of the application of commercial marketing principles to the promotion of social causes (where these may have to do with products, ideas or forms of behaviour).
2 Thus defined, social marketing should be distinguished not only from the marketing of private goods and services (which, primarily in the form of heavy recent advertising by multinationals has created the information imbalances noted above), but also from the numerous ways in which countervailing information is conveyed to consumers without any effort to embrace the techniques used in commercial marketing (Health warnings on cigarette packages represent perhaps the clearest example of this type of information).
3
Of the various commercial techniques wich are employed by social marketing, perhaps the most important is detailed research on the group whose behaviour is the object of the exercise in question.
Indeed, according to Kotler and Roberto,
Research is what differentiates the marketing approach to social change from earlier impressionistic efforts to influence changes in social ideas and practices. Only by researching and understanding the specific needs, desires, beliefs and attitudes of target adopters and the specific characteristics of the social products that are being marketed can social marketers move toward the successful implementation of social change campaigns. (Kotler and Roberto, 1989: 62) One of the first applications of social marketing in developing countries was to a nutrition education program and this example well illustrates the essentiality of adequate research to a successful project outcome. For, 'Although mass-media and other marketing methods had been employed for some years to deliver messages about nutrition, few previous attempts had been made to do the kind of research and other efforts that are widely employed in commercial marketing' (Berg, 1987: 30) . Such subsequent efforts incorporated research that was intended to identify 'the beliefs, feelings, needs, constraints, and practices of mothers, with particular attention given to identifying those practices susceptible to change'
